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Kecenderungan pola belanja yang juga terjadi saat ini adalah kaitannya 
dengan motivasi konsumen dalam melakukan kegiatan belanja. Penelitian ini 
bertujuan untuk menguji dan menganalisis pengaruh : (1) variabel Shopping 
lifestyle terhadap Impulse buying; (2) variabel Fashion involvement terhadap 
Impulse buying; (3) variabel Pre-decision Stage terhadap Impulse buying; (4) 
variabel Impulse buying terhadap Post-decision Stage; (5) variabel Post-decision 
Stage terhadap Shopping Loyalty pada konsumen Update Boutique Surabaya. 
Jenis penelitian dalam penelitian ini adalah eksplanatori dengan pendekatan 
kuantitatif. Populasi dalam penelitian adalah seluruh pengunjung Update Boutique 
Surabaya yang berdomisili di Surabaya sedangkan sampel yang diambil dalam 
penelitian ini adalah pelanggan yang sudah pernah membeli di Update Boutique 
Surabaya > 3 kali, berdomisili di Surabaya, berusia > 17 tahun, dan membeli atas 
kehendak sendiri sebanyak 125 orang. Sampel diambil dengan menggunakan 
teknik Judgmental Sampling. Teknik analisis data yang digunakan adalah SEM 
(Structural Equation Modeling) dengan menggunakan program AMOS (Analysis 
of Moment Strucures). 
Hasil dalam penelitian ini menunjukkan bahwa shopping lifestyle memiliki 
pengaruh terhadap impulse buying, fashion involvement tidak memiliki pengaruh 
terhadap impulse buying, pre-decision stage memiliki pengaruh terhadap impulse 
buying, impulse buying memiliki pengaruh terhadap post-decision stage, demikian 
juga variabel post-decision stage yang memiliki pengaruh terhadap shopping 
loyalty. 
 
Kata kunci :  shopping lifestyle, fashion involvement, pre-decision stage, post-
decision stage, impulse buying, shopping loyalty. 
ABSTRACT 
 
The tendency of current shopping patterns were related to consumer 
motivation in performing shopping activities. This study aims to examine and 
analyze the effect of: (1) variables shopping lifestyle on impulse buying; (2) 
variable fashion involvement on impulse buying; (3) variable pre-decision stage 
on impulse buying; (4) variable impulse buying on post-decision stage; (5) 
variables post-decision stage on shopping loyalty consumers Update Boutique 
Surabaya. 
This type of research in this study is an explanatory using quantitative 
approaches. The population is the whole visitor Update Boutique Surabaya 
domiciled in Surabaya, while samples taken in this study is the customers who 
have purchased at Updates Boutique Surabaya more than 3 times, live in 
Surabaya, with aged more than 17 years old, and make a purchase on their own 
will as many as 125 people. Samples were taken using judgmental sampling 
technique. The data analysis technique used is the SEM (Structural Equation 
Modeling) by using the program AMOS (Analysis of Moment Strucures). 
The results of this study indicate that the shopping lifestyle has an 
influence on impulse buying, fashion involvement has an influence on impulse 
buying, pre-decision stage has an influence on impulse buying, impulse buying 
has an influence on the post-decision stage, as well as post-decision stage 
variables which has an influence on shopping loyalty. 
 
Keywords:  shopping lifestyle, fashion involvement, pre-decision stage, the 
post-decision stage, impulse buying, shopping loyalty 
